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Sales trainings are getting more and more popular in Hong 
Kong in the recent twenty years. However, most of the sales 
trainings offered by training institutes or inside—company 
trainers in Hong Kong are having their origins from the U.S.A. or 
other Western Countries. As generally recognised, Chinese 
culture is different from that of the West in many aspects. Hong 
Kong‘s cultural factors, being a hybrid of the Chinese and the 
Western, may be conflicting with or reinforcing these: foreign 
sales training programs. 
This study； done by interviews with 30 salesmen from seven 
medium and big sized companies in Hong Kong, does reveal some 
areas of existing sales trainings in Hong Kongn that do not match 
the needs of the salespeople. Relationship and trust building, 
which is considered by the salesmen as a very important factor to 
close a sale, is not taught in-depth enough in most sales 
trainings. Also, half of these interviewed salesmen commented 
the sales trainings they have attended did not have follow-up 
sections which they considered as important to make the trainings 
effective. Besides, the study indicates some areas where the 
existing sales trainings are quite in line with the expectation 
of the salespeople. Questioning and listening skills, two 
commonly covered and thoroughly discussed selling skills in Hong 
Kong's sales trainings, are also considered by the salesmen as 
very important to closing sales. What have been taught in these 
two skills in most sales trainings are also found by the salesmen 
to be very effective in improving sales performance. 
iii 
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Background of Research 
As described rightly by W. Stanton and R. Buskirk in their 
1 
Management of the Sales Force: 
“The old type of salesman - the drummer, the willy 
Loman of Death of a Salesman - is generally gone, 
and his talents are not especially sought after in 
the present economy.” 
Salesman - a job title that has never been highly regarded 
in the Hong Kong Chinese society in the seventies - is merely an 
order taker before then. It was not a career that a high flying 
graduate long to have during that period in Hong Kong. 
Salespeople were believed to be individuals, that were sociable 
and presentable but otherwise possess limited other skills. 
Their words were normally perceived to be not very trustworthy. 
All of these are changing. 
As multinational companies such as Procter & Gamble, IBM and 
etc. coming from the Western world with a more sophisticated 
sales operation came into Hong Kong, a new wave sweep over the 
territory. No longer did the traditional type of salesman . who 
could only make canned presentations sufficient for their 
requirements, nor did the more oriental type salesman who would 
bring their cutomers to a night club such as the famous Club 
Volvo any better. The new breed of salespeople are now those who 
i ‘ 
W. Stanton & R. Buskirk. Management of the Sales Force. 
Illinois : Richard D. Irwin, Inc., 1983. 
2 
could assist their companies to communicate with their potential 
customers on their wants and needs and help their customers to 
satisfy themselves by promoting the products or services produced 
by their companies. And this new breed of salespeople require 
tremendous skills in communication and selling that were not 
emphasized before. 
1 
As exemplified by a survey sponsored by an international 
sales training program institute in 1989 on 337 sales managers 
and 165 salespeople in large U.S. and Canadian Corporations, 65 
percent of salespeople surveyed evaluated sales training as 
"extremely" or "very" important to their sales effectiveness. 
The result appropriately indicated the strong perceived needs of 
formal sales training to acquire the necessary sales skills 
demanded today. 
The survey further indicated that fewer than half of all 
corporations (45 percent) provided formal sales training programs 
for new employees. However, salespeople who have had formal sales 
training rated their companies higher in virtually every aspect 
than did the untrained counterparts. And almost half of all 
salespeople who have had formal sales training programs exceed 
their sales quota. 
i 
Learning International. What does Sales Force Turnover 
Cost You, 1989. 
3 
The newly emerged situation underpinned the rapid growth Jn 
popularity of sales training programs, whether in-house or 
bought, among major Hong Kong corporations and justified a more 
in-depth study on the effectiveness of these training programs in 
adapting and catering to the local environment and make it good 
value to the corporations and their salespeople who invest their 
money and time into it. 
Unlike a course on calculus or algebra, the acquisition of 
sales techniques is more difficult to test and measure and most 
important, it takes time, whereas most training programs on sales 
) 
I • 
techniques would last only two to three days (for economical 
reasons perhaps). Review of a program guide of a major sales 
training institution in Hong Kong that offers over thirty 
different programs include only one program that lasts more than 
three days. A major knowledge gap therefore exists in the 
measurement of effectiveness of various sales training programs 
in helping the salespeople to develop the desirable sales 
techniques that are acquired gradually after the program. 
Secondly, in a different cultural background, selling may 
demand a different sets of skills not perceived by the sales 
trainer, particularly if the sales trainer come from a different . 
cultural background or has developed the program based on foreign 
inputs. As in Hong Kong, a few major training institutions such 
as Learning International, Wilson Learning and Dun & Bradstreet, 
all have their origins from the United States and based on their 
popularity in Hong Kong, it is believed that they dominate a 
large share of the sales training market here. A potentially 
4 
fruitful area for research is therefore in the identification of 
Chinese cultural factors that are conflicting or reinforcing the 
training programs or the techniques taught in the programs. 
Obviously, the effectiveness of a training program is also 
affected by a lot more factors than just cultural factors and 
they will also be taken into account : 




(ii) forms of program such as role play, video 
aids, seminars, discussions; 
(iii) acadmic background and experience of program 
participants; 
(iv) motivation of participants to learn from the , 
program; 
(V) confidence of participants in effectiveness , , 
/ 
of these programs； Z 
(vi) ability of the training program to follow up 
/ 
/ 
on participants' subsequent performance; z 
(vii) usefulness of the concepts taught as 
perceived by program participants; 
(viii) time allocated for the program, etc. Z 
5 
Obiectives & Scope of Study 
In reality, a sales training program for a typical sales 
operation may consist of several parts : 
(i) training on the administration procedures of 
the operation; 
(ii) product training; 
(iii) motivation session; 
(iv) sales techniques training. 
In this survey, we are interested in the fourth element -
sales techniques training - only. The modern approach to selling 
based their techniques on identification of and satisfying 
customer wants and needs and they all have commonalities in their 
approaches. Without a clear authority in these lately developed 
techniques, they are often called differently in different 
organizations. For example, the U.S. giant consumer product 
company - Procter & Gamble - calls it Persuasive Selling Format. 
A famous international sales training institute - Wilson Learning 
Corporation - called it Counsellor Selling. 
This research was set to achieve two objectives : 
(i) to determine the effectiveness of the locally 
available sales training programs in terms of 
their abilities to help the salespeople to 
develop the sales techniques taught in these 
programs； 
(ii) to identify cultural factors that might make 
part of these trainings irrelevant or need 
more reinforcement in the Hong Kong society. 
6 
The research will also go further to determine the factors 
that attribute to the effectiveness of the programs in sales 
techniques development. 
The Research Desian Details 
Type of Study 
This study was qualitative in nature and therefore was 
neither causal nor correlational. 
— — - 一 ^ ^ ~ — 一 、 - __ _ __一 .—— 
Nature of Study 
This research attempted to determine the effectiveness of 
the sales training programs in Hong Kong and the various factors 
that influence their effectiveness. This research project was a 
descriptive study in general. 
Study Setting 
This was a field study bceause it examined behaviours of 
people in their natural environment. Variables were neither 
controlled nor manipulated, and no artifical setting was created 
for the study. 
Time Horizon 
The data were collected over a two-month period. Because no 
previous research had been done by the reseachers on the same 
issue, nor was any subsequent extension of the research 
contemplated, the study was cross-sectional in nature. 
7 
Unit of Analysis 
Because the researchers were interested in the perceptions 
and behaviours of salespeople related to participation in sales 





This research is divided into two sections in understanding 
the objectives of the sales training programs itself and in 
understanding the salespeople who have attended these programs. 
The first part is done by a survey and analysis on the course 
— - ~ ： — 一 < — • — 一 ~ 
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material of selected formal sales training programs and the 
second part is done by conducting structured/unstructured 
-^--- 一 一 一 ^ " 
interviews to salespeople. 
Survey on Sales Technique Concepts 
Known formal sales training program organizers in Hong Kong 
include Wilson Learning, Learning International, Dun & Bradstreet 
and Procter & Gamble, etc. Course material for selected programs 
organized by these training institutions or corporations are 
studied and analysed to identify commonalities in their contents 
and a study report will be presented in Chapter III. These 
concepts will form the backbone of the discussion guide in our 
second part of research which will be the guideline in comparing 
the course contents of the sales training programs attended by 
salespeople of the research sample group and in evaluation of 
effectiveness of sales training programs in development of 
desirable sales techniques of the sample elements. 
9 
Structured/Unstructured Interview 
Population and Sample 
The population for the study comprised all salespeople with 
secondary school education or above, who had undertaken a formal 
sales training course of duration not less than one full day or 
its equivalent in the last two years before the time of interview 
for this study. Structured/unstructured interviews were 
conducted to a convenience sample of 30 subjects. 
Data Collection Method 
The complexity and unstructured nature of the research 
problem made face-to-face interview one of the most suitable 
method for data collection. Interviews were conducted following 
the guideline of a discussion guide in general but also explored 
into unplanned areas of relevance to the topic. About four to 
six subjects were organized into one group for each interview 
which is normally conducted in the working premises of the sample 
group. The interviews are to be monitored by one of the 
researchers while the other one took minutes for the interview. 
10 
CHAPTER III 
SURVEY ON SALES TECHNIQUE CONCEPTS 
Sales training programs make use of a variety of training 
tools to achieve the training objectives. Useful concepts and 
techniques are usually introduced and explained in the form of a 
seminar with illustration examples to demonstrate the 
significance and applications of these concepts or techniques. 
Videotapes are shown to illustrate common mistakes made by 
salespeople in violation to the sales techniques introduced in 
the programs. Role-plays are arranged so that the participants 
could make imaginary sales calls under the scrutiny of a 
moderator. The moderator could make evaluation and critiques 
subsequent to the role-play to help the participants to 
internalize the concepts that they have learnt. This part of the 
training program is the interactive part and the information on 
it is difficult to collect. 
In this study, the written material that were distributed to 
the program participants were considered the most reliable and 
accurate source of information on the contents of these programs. 
These materials were distributed to participants as a guideline 
to the program and also for their future reference after the 
program was completed. 
Written materials of four training programs availbale in 
Hong Kong were included in this study (see Appendix 1). As shown 
in the Appendix 1, Program A , B and C were organized by external 
11 
trainers while Program D was organized by the in-house training 
department of a U.S. Fortune 500 manufacturing and marketing 
group. All the programs, however, were organized by companies 
with a U.S. background. 
In the following, concepts and techniques identified from 
the four training programs are discussed in nine sections. 
Selling Philosophy 
All the programs studied seems to be connected by a common 
thread. A similar selling philosophy could be identified from 
all of them. In all the four programs, a major emphasis was put 
on the training of the participants' capability to orient the 
companies or products they represented to satisfy the needs of 
the customers they approached. 
In Program A , it was stated that selling was a form of 
counselling. The selling approach adopted by the program was 
called the "Counsellor Selling Philosophy" and it defined the 
objective of the program as : 
. . . t o help salespeople meet the needs better of the 
1 
people whom they sell. 
In program C, selling was defined as such : 
Selling is essentially understanding the customers' needs 
and taking an active role in satisfying those needs within the 
2 
policies of the company. 
Wilson Learning Corp., "Counsellor Selling", 1984 
2 
Dun & Bradstreet, "How You can be an Outstandingly 
Successful Sales Professional" 
12 
In Program D, the selling approach that was adopted by the 
company was given the name of "pursuasive selling" and was 
1 
defined as follows : 
The overall approach to selling for Procter 
& Gamble (the company‘s name) revolves around 
the philosophy that the best way to increase our 
business is to help our customers increase their 
business. 
The assumption of this particular company was that the need 
of his customer was simply to increase their own business. Since 
the customers of this company was primarily resellers so this 
assumption was true in general for this company and their selling 
approach was in general conformity with other programs. 
No definition of its selling approach was found in Program B 
but this program was designed around four areas : 
1. Organization Needs 
2. Personal Needs 
3. Tactical Probing 
4. Objection Handling 
From the above, it could be deducted that Program B adopted 
an approach similar to other programs. 
In program A , it was suggested that its approach should be 
distinguished from the "directive approach". The directive 
approach was believed to be practiced by many salespeople. 
i 一 — 
Procter & Gamble, "Selling Skills Seminar" 
13 
1 
According to Drs. Clifford Morgan and Edward Strong, 
“The salesman is often directive because he naturally 
feels that success in selling depends on his own 
efforts. However, nearly all of us are too inclined 
to think we know the solution to another person s 
problems and to tell the person our answers if he 
gives us sufficient opportunity." 
but it was noted in the program that the directive approach very 
often failed to uncover the real nature of the problem and the 
sale would fail because the wrong problem was handled. 
None of the programs seemed to suggest that development of 
other qualities of a salesperson, such as self-confidence or 
social skills occupied a position as important as a correct 
selling approach as adopted in the programs. 
4 
Selling Process 
Selling is a dynamic and interactive process. In a sales 
training program, it is beneficial to the participants, however, 
to be given a certain selling process structure. It is more 
convenient for the speaker and the participants to identify the 
functions and interrelations of the various techniques developed 
during the program if a convincing selling process structure 
could be identified. 
-
Wilson Learning Corp., "Counsellor Selling". 1984 
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In this study, only Program D had a specific selling process 
structure. The structure was identified as "Persuasive Selling 
1 
Format" and followed the following sequence: 
1. Summarize the situation. 
2. State the idea. 
3. Explain how the idea works. 
4. Reinforce key benefits. 
5. Suggest an easy next step. 
In this context, to summarize the situation was to summari^^e 
the conditons； needs, opportunities and limitations, etc. that 
were relevant to the salesperson's proposal. The idea to be 
stated was the proposal put forward by the salesperon, which may 
be to place an order or to display a certain product, etc. To 
suggest an easy next step was a proposed method to close the deal 
with minimum chance of meeting an objection. 
Program D was unique in its capability to develop a selling 
process structure because it was organized for the in-house 
employees of a large marketing company with a specific set of 
customers and salespeople. 
Program A was structured around four sets of obstacles that 
salespeople would encounter during the selling process in 
sequence as follows ； 
1. No trust 
2. No need 
3. No help 
4. No hurry 
2 
Procter & Gamble, "Selling Skills Seminar". 
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This is far from a selling process structure as developed 
for Program D but nevertheless should be a useful structure to 
facilitate training and learning of the program participants. 
communication Skills 
In general, only listening and questioning skills were 
discussed in a sales training session because they were important 
to achieve the objective of understanding the needs, problems and 
perspectives of the potential customer. 
In Program A , listening skills and questioning skills were 
discussed separately. To maintain effective listening, it was 
suggested in Program A that the salesperson should verify with 
the prospect that what he understood was what was meant by the 
prospect and the salesperson should restate what was said by the 
prospect in a way that was relevant to the situation. 
Questioning skills were discussed in all the programs 
studied except Program B. 
In Program A , questions that were suggested to be important 
1 
included: 
1. Who is the decision maker? 
2. Level of importance of the problem concerned. 
3. Cost of the problem concerned. 
4. Financial expectation of the solution concerned. 
5. Preconception of what the solution should look like. 
6. Implementation and timing, 
7. Criteria to evaluate a solution. 
8. Level of openness to change. 
9. Company politics. 
10. Decision making process. 
11. Buyer-vendor relations. 
12. Situation conditions. 
i — 
Wilson Learning Corp., "Counsellor Selling", 1984. 
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The training approach adopted by Program A was different 
from that of Program C and D. Program A prescribed the content of 
the questions that should be raised. In Program C and D, the 
various questioning techniques that could help the participants 
to get more and more into the real concern of the prospect were 
discussed instead. 
In Program C, the following questioning techniques were 
1 
discussed: 
1. Asking open-ended questions. 
2. Asking leading questions. 
3. Providing alternative choice questions. 
4. Asking reflective questions. 
In Program D, the following questioning techniques were 
2 
discussed: 
1. Making a general statement of purpose that is 
positive or neutral. 
2. General leads. 
3. Pause to encourage the prospect to offer more 
information. 
4. Restatements to summarize, to clarify, to verify 
and to show interest and understanding. 
5. Probing questions in comfortable areas. 
6. Probing questions in sensitive areas. 
7. Interpret what the prospect has said. 
As a result, Program C and Program D could be more effective 
in helping the salesperon to focus on the real concern of the 
prospect without going through a long list of questions. 
J 
Dun Bradstreet, "How You can be a Outstandingly Successful 
Sales Professional". 
2 
Proceter & Gamble, "Selling Skills Seminar". 
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Ot^jection Handlincf Skills 
It was stated in one of the four programs in this study. 
1 
Objections are a normal part of selling. 
It is lucky if a salesperson is not required to handle any 
objection in his sales career and therefore a sales training 
program would be incomplete if it lacks a session on good 
objection handling skills. 
In Program A , the objection handling discussion was included 
in its "no hurry" session. It examined the psychological state 
of human beings when they were required to make a choice. Based 
on the analysis, it was suggested that the probability that a 
prospect would give an objection to buy was related to the 
2 
following three factors: 
1. Size or impact of the rewards and punishments 
associated to the buying decision. 
2. Timing of receiving the rewards and punishments 
associated to the buying decision 
3. Risk or probability of rewards and punishments 
associated to the buying decision. 
In this program, it was further suggested that in addition 
to overt objections, there was also the possibility that there 
were hidden objections not expressed by the prospect either 
because the prospect felt embarrassed to talk about it or that 
they were not conscious of their own concerns. These hidden 
objections therefore would require a different sets of skills to 
to handle and were discussed in the program. 
i 
Procter & Gamble, "Selling Skills Seminar". 
2 
Wilson Learning Corp., "Counsellor Selling", 1984. 
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When an objection was faced by the salesperson, it was 
1 
suggested that the salesperson should: 
1. Listen to what the prospect says. 
2. Share feelings to show understanding of the 
prospect‘s problems. 
3. Clarify the situation. 
4. Present ideas or options that could solve the 
prospect‘s problems. 
5. Ask for action or acceptance of the salesperson's 
proposal, etc. 
Program B was essentially a large objection handling 
session. However, no detail methods were enlisted in the course 
material. 
Program C was similar to Program A but was more brief in its 
contents. 
Program D was slightly different. More emphasis of the 
program was put on the identification of false objections from 
the real objections. The following steps were suggested before 
2 
the salesperson began to handle the objection: 
1. Determine the real objection. 
2. Understand the objection. 
3. Verify the objection. 
4. Handling the objection. 
In order for the salesperson to successfully handle 
2 
the objection, the salesperson should be: 
1. Knowledgeable about the business. 
2. Skillful in converting objections into benefits. 
3. Concise. 
Apparently, these guidelines were slightly loose and might 
not be very effective as guidelines to a salesperson. 
i ^ 
Wilson Learning Corp., "Counsellor Selling", 1984. 
2 
Procter & Gamble, "Selling Skills Seminar". 
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Time Management Skills 
Time management skills were discussed only in one of the 
four programs in the study. In that program - Program C - it was 
suggested that a sales executive should try his best to aviod 
non-selling tasks so that as much time as possible was spent on 
selling function• This concept, however could be biased 
particularly for some companies it was desirable for the sales 
executives to perform additional non-selling tasks, for example, 
payment collection and merchandising for some industry. 
It was also suggested in Program C that for effective time 
management, the salesperson should set priorities in making sales 
calls to various classes of customers. 
Call Planninq Skills 
Call planning skills were discussed only in Program C and D 
in this study. 
According to Program C, planning should be based on customer 
1 
information. Areas of planning should include: 
1. Setting call objectives. 
2. Planning introduction. 
3. Deciding approach. 
4. Presenting features. 
5. Discussing benefits. 
In Program D, it was suggested that the primary objective to 
make a plan was to anticipate the objections that would be faced 
in the sales call and prepare ways to handle them, 
i 
Dun & Bradstreet, "How You can be an Outstandingly 
Successful Sales Professional". 
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Pregentat-ion Skills 
The presentation stage is critical to the success of a 
selling task. Its function is to help the potential customer to 
see the benefits of the purchase and hence make a buying 
decision. 
To make a good presentation, the salesperson should decide 
what to say and also how to say it. 
To help the salesperson to develop a framework to evaluate 
the content of his presentation, the concept of "solution -
advantage - benefit" was introduced in Program A. 
According to the program, the solution was what the 
salesperson was presenting. It could be an idea, a product or 
service, the salesperson himself or his company. 
The benefit was what could help the prospect gain a 
satisfactory feeling or it could help the prospect avoid an 
unsatisfactory feeling by maintaining what the prospect had now. 
The contents of the presentation should include all of these 
elements to successfully persuade the prospect to buy. 
Program D was similar to Program A with simpler concepts. 
In Program D, "features" and "benefits" were discussed. 
Whenever you promise a benefit, you are 
talking about a favourable result the 
account or buyer can expect from using 
your product or idea. 
Whatever it is that makes the benefit 
possible is called a feature. A 
feature is any characteristic of a 
product, promotion, or idea that yields the 
favourable result or benefit. 
Benefits are a key part of persuasive selling. 
Your sales presentation should always 
include buyer and/or account benefits. 
1 Procter & Gamble, "Selling Skills Sminar". 
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Similar approach was used in Program C as well. 
These concepts were considered useful to help the 
salesperson to develop an effective presentation but the second 
half of a successful presentation involved the techniques to hold 
the attention of the audience• 
Both Program A and C discussed comprehensively on these 
techniques. In Program C, discussion on use of verbal and visual 
aids to hold attention of audience was discussed in a section 
1 
called "How to Design, Develop and Use Effective Sales Tools". 
Program A discussed the importance of appealing to the visual 
sense of the audience etc. 
In some selling situations； the salesperson needs to 
overcome objections from or convince a group of personnel with 
more than one buyer in his customer organization. Program A 
introduced the concepts of the "Economic Buyer", the 
"Gatekeeper", the "Concept Buyer", the "Feasibility Buyer", the 
"Budget Director" and the "End User". It was suggested that 
personnel with different interests would therefore evaluate the 
product or service offered by the salesperson differently and 
from different angles. The salesperson therefore should develop 
the presentation in accordance to the principle of "solution -
advantage - benefit" taking into account of the differences among 
the members in the buyer group. 
i 
Dun & Bradstreet, "How You can be a Outstandingly 
Successful Sales Professional". 
22 
Relationship/Trust Building Skills 
When the salesperon is required to handle a lot of new 
customers, relationship and trust building skills are very 
important and probably as important as any other skills that were 
discussed in these programs. Relationship and trust building 
skills help the salesperson to communicate openly with 
the potential buyer later and to uncover the problems, needs or 
objections to buy of the customer more effectively. 
In Program A , it was suggested that two levels of 
relationship states could be identified, namely "High 
Relationship Tension" and "Low Relationship Tension". 
"High Relationship Tension" was characterized, according to 
1 
the program, by a prospect who 
1. is reluctant to talk. 
2. gives minimum information. 
3. avoids discussing matters of substance. 
4. does not look at you. 
5. folds arms or turns away. 
"Low Relationship Tension" was characterized, according to 
the program, by a prospect who 
1. talks openly. 
2. gives thorough answers. 
3. volunteers information. 
4. looks you in the eye during conversation. 
5. faces you and uses open arm and hand movements. 
A low relationship tension state was the desirable state in 
selling and the program introduced two key concepts relevant to 
the reduction of the tension state of the potential customer, 
which included "credibility" and "empathy". 
i irning Corp., 11son Learning Corp., "Counsellor Selling"‘ 1984. 
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1 
in Program A libility" in Program A was defined as: 
！rception that i. a perception that a person is the type of 
；on we like. person we like. 
perception the 2. a perception that a person's* abilities 
adequate to m€ are adequate to meet our task needs. 
jrception that 3. a perception that a person has the same 
les experience values experience or interests as we do and 
perception tl: 4. a perception that a person's motives 
in harmony wil are in harmony with our personal needs. 
:hat could hell skills that could help the salesperson to improve his 
1 
according tcity" were, according to the program, 
>rietary skillfl. proprietary skills 
>etencG skills 2» competence skills 
tonality skills 3. commonality skills 
m s t r a t e a win- 4. demonstrate a win-win content. 
skills, accorietary skills, according to the program, involved 
compatible wiln a way compatible with the prospect's expectations, 
skills invo^tence skills involved behaving in a way that 
5 necessary tes the necessary skills to solve the prospect‘s 
skills meantjnality skills meant skills to find areas of mutual 
or experience!^ values or experiences with the prospect. 
ite a win-wiflemonstrate a win-win intent was to demonstrate the 
ilesperson was Df the salesperson was to work on a solution of mutual-
rospect and thco the prospect and the salesperson himself. 
Program A wasithy" in Program A was defined as follows : 
1 
is the abiliiEmpathy is the ability to identify with how 
person is fe<another person is feeling. 
related to tin skills related to the building up of empathy involved 
concern of th<see the concern of the prospect in advance and to show 
:hese by mentiding of these by mentioning them to the prospect. 
irning Corp., 11son Learning Corp., "Counsellor Selling"‘ 1984. 
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In this study. Program A was the only program that 
recognized the significance of good relationship and trust 
building skills to good salesmanship that they were included as a 
main session in the program. 
Closing Skills 
Closing a sale is the final step in the selling cycle and is 
also the ultimate objective of all the selling tactics that was 
outlined in the previous sections. 
The relevant skills to this stage of selling are skills that 
help the salesman to receive an order after he has done his work 
to justify the purchase decision from the eye of the buyer. One 
obvious way to obtain an order is of course to ask overtly for 
it, but there are other options as revealed from this survey. 
In Program D, it was suggested that for a buyer to accept an 
offer for a product or a service, a decision was to be made by 
the buyer but because people just disliked making decisions, so 
it was suggested that the salesperson should try to close an 
order by suggesting an easy next step. 
By setting up a quesiton that the buyer would feel easy to 
respond positively and the answer could automatically be regarded 
as an acceptance of an offer, the salesperson closed the order by 
suggesting an easy next step that led to a close. 
A similar approach was suggested in Program A. In addition, 
it was suggested that a salesperson should be alert to buying 
signals released by the buyer. Sometimes a buyer would have made 
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up his mind to buy before the salesperson completed his 
presentation and the salesperson should react to the buying 
signals and closed the order accordingly. 
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CHAPTER IV 
UNSTRUCTURED AND STRUCTURED INTERVIEWS 
Each interview lasted for one and a half hours. After 
explaining to the group of interviewees the purpose of the 
interview, it was conducted in two parts - unstructured and 
structured interviews. The detail interview guide was attached 
as Appendix 2. 
The unstructured part started with an open ended question 
asking respondents what their selling cycles were and what 
selling cycles they have learnt from trainings. The least 
experienced salesman among the respondents was invited to speak 
out first. The more experienced ones then followed. This was to 
minimize group-think, if any. Purposes of this question were to 
find out the unaided recall level of the selling process they 
were introduced in the sales training and to let the interviewers 
know more about their operation. 
The interview was followed by asking seven questions 
(Appendix 2 - Questions 2.1 to 2.7) whose answers could indicate 
the level the respondents have put into practice the skills they 
have learnt from the sales trainings. 
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Then a list of 12 selling skills was distributed to every 
interviewee. Seven questions (Appendix 2 - Question 3.1 to 3.7) 
were asked to probe the respondents attitudes towards the selling 
skills they might have learnt from sales trainings. Out of these 
12 listed selling skills, nine of them were extracted from the 
four sales training courses mentioned in the last Chapter of 
"Survey of Sales Technique Concepts". The other three skills -
Negotiation Skill, Patience and Tolerance, and Price Manipulation 
- were not commonly mentioned in sales training courses in Hong 
Kong. They were so included in the list as a control to alert 
interviewers of "Halo effect", if any, since the respondents were 
questioned with a long list of nine skills. 
The interview was followed by four open ended questions 
(Appendix 2 - Questions 4.0 to 7.0) asking respondents their 
feeling about the organization of the trainings they attended, 
reasons to attend, their weighing of training and commission, and 
their attitudes towards "sales training" in general. 
In order to capture more accurately respondents answers in 
the interview and to record their demographic information, a 
questionaire of 21 questions (see Appendix 3) was answered by 
each respondent before the whole interview ended. 
The questionnaire and the interview guide have been refined 
after the first two interviews in order to include all the 
selling skills mentioned in sales trainings. 
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T^ftsults And Discussions 
Background Of Respondents And 
Training Courses Attended 
Seven interview sessions have been conducted with a total of 
30 salesmen coming from seven Hong Kong companies. 
Number of 
Company respondents ^Abbreviations 
IBM China/Hong Kong Corp. 4 IB 
Hong Kong Telephone 6 HT 
3M Hong Kong Ltd. 2 3M 
Mobil Oil Hong Kong Ltd. 6 MO 
Standard Chartered Bank 4 SC 
Nan Yang Credit Co Ltd 5 NY 
(a subsidiary of Nan Yang Bank) 
National Semiconductors H.K. Ltd. 3 NS 
30 ‘ 
* Abbreviations to be used for later discussion in this 
project. 
83 percent of these interviewed salesmen had at least two 
years of selling experience. All of them had academic 
qualification of Form Five or above. 80 percent were University 
graduates or above. All were Chinese and aged between 21 to 35. 
70 percent were male and 30 percent were female. 
(see Appendix 4.) 
All have attended at least one sales training course in the 
past two years. 43 percent of them have attended two or more. 
32 percent of the sales training courses they have attended in 
the past two years lasted two days or less while 68 percent 
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lasted three days or more. 23 percent have lasted even more than 
one week. While 73 percent of these courses were conducted by 
inside-company trainers, 27 percent were conducted by outside 
training institutes or consultants. 
Job Responsibilities of the Respondents 
The four respondents from IB were selling computer products 
including hardwares and softwares. Customers were mainly large 
company users and most have been using their products for a long 
time. Products were characterised by its fast speed of 
development and wide variety of product categories. 
” even most of our sales staff couldn't know 
every product we have." 
(IB) 
”The product you are actively promoting today will 
become an obsolete version tomorrow.“ 
(IB) 
The six respondents of HT were selling data communication 
products. They termed it "datacom services" since the "thing" 
they were selling were indeed information and softwares which 
were fed to the subscribing customers existing computer system. 
New to old customers ratio was high since the industry was still 
new in Hong Kong. Cold calls sometimes were necessary to 
broaden the customer base. 
One of the two respondents from 3M was selling microfilm 
equipments and the other one was selling data communication 
products. 
The six respondents from MO were selling petroleum products. 
30 
Four of them were selling commodity petroleum solvents while the 
other two were selling liquefied-petroleum-gas (LPG). Products 
were not differentiated from competitors. Price was considered 
as the only determining factor in making purchase decisions even 
though the market structure was oligopolistic in nature. 
“ you have no need to say anything and could 
just walk away if yours is one cent higher than 
those of competitors." 
(MO) 
The four respondents from SC were selling bank "services". 
Two of them were securities investment consultants while the 
other two were personal financial consultants. Since banks were 
prohibited by law in making any "cold call" to find new 
customers, the customers of these four respondents were either 
already having accounts opened with the bank's other services or 
approaching the salesmen' desks by themselves. 
The five respondnets from the Nanyang Credit Co Ltd, a 
subsidiary of the Nanyang Bank, were selling credit card 
services• Customers were merchant retailers, restaurants, hotels 
and etc. All the five respondents described selling their 
product was a tough task since most shops would only use one or 
maximun two banks for credit card transaction Reimbursement 
though they might have linked up with many banks. 
“ W h e n the potential customer has already been using 
one bank for transaction reimbursement, there is not 
much you could sell him to convert to yours. Most 
things in our industry are fixed.“ 
(NY) 
The three respondents from NS were selling finished products 
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of semiconductors like integrated circuits. The semiconductors 
industry was characterised by highly differentiated products 
though one interesting thing to notice was the customers usually 
knew each supplier's products quite well, except for some very 
special items. 
Sales Training Courses Provided 
Bv The Respondents Companies 
1. IB The training was provided by in-house trainers. 
Product training coupled with sales technique 
training lasted for a whole year for every newly 
employed salesman before he/she was assigned a 
specific task. The backbone training was termed 
"Logical Selling Process". It was slotted in 
with sections like presentation and negotiation 
skills. 
2. HT - The sales training was conducted by in-house 
trainers which lasted for a week. No review 
section followed. 
3. 3M - Sales training was also conducted by in-house 
trainers. It was organised mainly for fresh 
graduate salesmen who had no sales experience. 
The training course was called "Sales Training 
Kit" which lasted for three days to a week but 
did not have any review section to follow. 
4. MO - A sales training would be provided to newly 
employed salesmen which lasted for three days to 
a week. Some respondents of MO have also 
attended some other sales training courses 
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provided by outside institutes, which were 
sponsored by the company. 
5. SC - The sales training lasted for four months and was 
conducted by in-house trainers together with 
trainers from outside training institutes. 
Review sections were incorporated in between. 
6. NY - The training was provided by its in—house trainer 
and lasted for two days. No review section 
followed. Actually, the NY respondents just 
finished such training one week before the 
interview. 
7. NS The company has hired Wilson Learning to conduct 
a one-week sales training course to its salesmen. 
Selling Cycles 
Unaided recall of selling cycles by the respondents were 
generally poor except by those from IB and SC. 
All the respondents of IB recalled clearly the selling 
process they were introduced in their training, namely the 
"Logical Selling Process". One respondent said, 
“ you need to build rapport with customers first 
so as to determine his interests before you state 
your benefit statement. Then determine the customer‘s 
requirements so that you match a product to what he 
requires.” 
(IB) 
Another respondent added, 
“Then you have to quantify customer‘s reaction and 
handle objection, if any. And see the right minute 
to close the sale.” 
(IB) 
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The third respondent from IB summarized, 
” the process is abbreviated ‘NFAR‘. 
i.e. Need, Feature, Advantage and Response." 
(IB) 
The selling cycle recalled by respondents of SC was less 
complete. 
“Do the introduction first, then questioning 
customer needs presentation. Then summarize 
what the customer said and make presentation 
again." 广 
(SO 
” most important are stress handling and benefit/ 
features ” 
(SO 
One respondent from 3M recalled only bits and pieces related 
to sales training but not that relevant to selling cycle. 
“ how to do prospecting, questioning, time 
management.” 
(3M) 
Respondents from NS could recall only portions of the 
selling cycle. 
” needs of customer, closing, objection 
handling.” 
(NS) 
Respondnets of HT and NY were unable to recall the selling 
process structure that was introduced to them in the trainings. 
Two things to notice were all respondents confirmed their sales 
trainings had introduced the concept of "selling cycle" and the 
respondents of NY just finished the two days training one week 
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before the interview. IB and SC had much higher recall level of 
their selling cycles. One big difference between IB丨s or SC,s 
training course and the rest was the former lasting longer - one 
year for IB and four months for SC. Demographic data showed no 
significant difference between respondents of IB or SC and the 
rest. Therefore it seemed longer training was even more 
importnat than imminence, especially comparing respondents from 
IB or SC with those from NY, in their recalls of training 
material. 
Selling Skills 
The following were the detailed findings when respondenis 
were probed against the 12 selling skills listed below. 
1. Questioning Skill 
2. Listening Skill 
3. Objection Handling Skill 
4. Time Management skill 
5. Call Planning Skill 
6. Presentation Skill 
7. Solution Selling Skill 
8. Relationship/Trust Building Skill 
9. Deal Closing Skill 
10. Patience and tolerance 
11. Negotiation Skill 
12. Price Manipulation Skill 
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Questioning Skill 
97 percent of the respondents reported ，’Questioning Skill" 
was introduced in their sales trainings. This was the highest 
percentage among all the selling skills. 
When respondents were asked to select the- three most 
important among the 12 skills to close a sale, 66 percent of all 
30 respondents had selected "Questioning Skill" as one of the 
three. This percentage was also the highest among all the 
skills. 
In the interviews, there was a general opinion among all the 
responednets that they already knew some of listed 12 skills, if 
not all, before sales training. 
" I know most of these skills before the sales 
training. M a y b e , just subconsciously. The training 
just reorganizes them and floats them to the 
surface.“ 
(NS) 
” I know what they are. But just don't know how 
they are called.” 
(NY) 
One way to see how effective the sales trainings w e r e , we 
asked the respondents to rate on a 5-point scale for how 
different in their understanding to these skills before and 
after the training {see Appendix 5). 52 percent of all 30 
respondents reported "different" to "big difference" for 
"Questioning Skill". This percentage was comparatively the 
highest among all the selling skills. But in absolute terms, one 
might argue this was not that high. This was not surprising as 
mentioned earlier most respondents had expressed they "knew" them 
before training. 
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However, when respondents were to rate "Questioning Skill" 
on a 5-point scale for how effective they found to improve sales 
performance, 69 percent of them rated it as "effective" to "very 
"effective" (see Appendix 7). Together with "Listening Skill", 
this percentage was the highest among all other skills. 
” probing is very important to find out 
requirements of the customer before providing 
him recommendations.“ 
(3M) 
Questioning seemed to be even more important with companies 
using dealers extensively in distribution. Respondents from MO 
reported there was one quesiton you had to ask before doing 
anything in approaching a new customer, otherwise your sales 
would not only be "zero* but even "negative‘. 
“We must probe any new customer to see if he is 
already buying from MO indirectly. He may 
be buying from our dealers but we just don't 
know.” 
(MO) 
" I f the so-called 'new customer' is already 
purchasing our material but through our 
dealer, our stepping in would just make 




"Listening Skill" was also a common topic among most sales 
training programs. 90 percent of the 30 respondents reported it 
was introduced in their trainings. When asked to select three 
skills which were the most important to close a sale, 38 percent 
of the respondent included "Listening Skill" as one of the 
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three. This percentage was the third highest among all the 
skills. 
41 percent respondents considered their understanding to 
"Listening Skills" were made "different" to "big difference" by 
the sales training when they were asked to rate on a 5—point 
scale ranging from "no difference" to "big difference". Although 
this percentage in absolute terms was not very high, respondents 
did show in the interview their appreciation of the skill. A 
common opinion expressed was sales trainings made them aware, in 
order to successfully complete a sale, salesmen should not talk 
100 percent of the time. 
“You should know how to question your customer but 
more important is to listen.” 
(MO) 
“ no customer would like salesmen talking all the 
time. Customers also want to express their opinion." 
(NS) 
A real life example cited by a respondent who was a personal 
financial consultant with SC was quite illustrative. 
”When customers walk in and approach our desks for 
application of personal financial services, most of 
them ask if they need to fill in any application 
form. We always tell them it is not necessary. It 
just happen too often that we have presumed when they 
want to ask, the question must relate to filling 
forms. So, whenever any customer approach our 
desks and is about to a s k； we will say 、it is not 
necessary', even before we hear the first word.” 
(SC) 
”Well, we know this is not correct, not necessarily to 
be told by sales training. But this shows listening 
to customers is very important.” 
(SO 
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When respondents were asked to rate on a 5-point scale of 
how effective "Listening Skill" was to improve sales performance, 
69 percent rated "effective" to "very effective". This was the 
highest percentage, together with "Questioning Skills", among all 
the selling skills. 
Qhiection Handling Skill 
This skill was also commonly introduced in the sales 
trainings the respondents attended. 80 percent reported 
"Objection Handling Skill" was taught in their training. But 
when the respondents were asked to select three skills among the 
twelve that were most important to close a sale, only 14 percent 
respondents included "Objection Handling Skills" as one of the 
three. This was low compared with the aforementioned Questioning 
Skill and Listening Skill. Well, like these two skills, 
Objection Handling Skill taught by these training courses 
created no big difference in respondents‘ understanding of it. 
39 percent respondents reported "different" to "big difference" 
in assessing their understanding to this concept before and after 
the trainings. 
The most frequent customers‘ objection revealed in the 
interview was price being too high. However, four out of the 
seven companies involved in the interviews had their prices fixed 
- I B , HT, SC, NY. Their salesmen could only deal with list 
prices. In the short run, there was no real solution to any 
price objection. So to speak, price objection was a very big 
issue but it was not regarded by these respondents as an 
objection that could be handled. This might have explained a 
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comparatively lower percentage - 50 percent of the respondents 
ranked Objection Handling Skill learnt from trainings being 
"effective" to "very effective" to improve sales performance. 
Anyway, it was quite remarkable that almost all respondents 
of SC； who attended their four-month sales training a year ago, 
recalled the differentiation between "objection" and "complaint". 
” objections are problems before customers 
used your product while complaints are those 
after use." 
( S O 
This might again demonstrate the effectiveness of a sales 
training that was more extensive and lasted longer. 
Time Management Skill 
Comparing to other skills. Time Management Skill was less 
covered in sales training courses. 67 percent of respondents 
reported it was introduced in the trainings they attended. 
Neither was it considered important in closing a sale. Only 10 
percent of respondents selected it as one of the three most 
important skills to successfully complete a sale. 
When respondents were asked to recall what had been 
mentioned in the Time Management Skills, few could recall its 
content though two third of them said it was taught in the 
trainings. Not surprisingly； only 28 percent of the respondents 
ranked the trainings made "different" or "big difference" to 
their understanding of this concept. 
A l s o , only 26 percent of the respondents ranked Time 
Management Skill as "effective" to "very effective" to improve 
sales performance. This was the lowest percentage among all the 
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skills. 
The researchers tried to investigate if the respondents had 
put this skill into practice. We asked some respondents if they 
prioritised their customers and wrote down on a paper in order to 
plan their calls. A typical answer from some respondents was 
like this. 
“ we simply know who are more important. 
It is not necessary to write them down.“ 
(NY) 
After all, respondents‘ appreciation and recall level of 
training material on this skill was very low. But its coverage 
percentage by training courses as reported by the respondents was 
not low. It was 67 percent. One explanation could be thought of 
was respondents mixing up the term "Time Management Skill" with 
”Call Planning Skill" such that the coverage percentage of the 
former was exaggerated. The other explantion of course, was 
respondents did think it was not useful and did not pay much 
attention to it. 
Call Plannincr Skill 
Like the above-mentioned Time Management Skill, the concept 
of Call Planning seemed less receptive to respondents. Even 
though 60 percent of respondents reported this skill has been 
introduced in their trainings, only 30 percent of all 
respondents said sales trainings had made their understanding to 
this concept "different" or "big difference". 
“ I only prepare and plan my calls to big 
customers. It is quite routine in what you are 
are going to talk to smaller merchant retailers." 
(NY) 
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Very low percentage was also recorded in the ratings on 
effectiveness of the skill to improve sales performance. Only 33 
percent said it was "effective" or "very effective". This was a 
big contrast to those percentages of the Questioning Skill and 
Listening Skill mentioned earlier, 69 percent for both. 
When respondents were probed to see if they put this skill 
into practice. Two typical answers were as follows :-
“ depend on customers" 
(MO) 
“ usually plan in the taxi" 
(IB) 
Amongst all the 30 respondents, only two responded 
positively that they did set objectives before customers calls. 
”I always plan objectives before customer visits. 
At least I have to meet one objective, even if not the 
best one say, if cannot get his order now, at 
least make appointment with him to see the product 
demonstration.” 
(HT) 
Actually, all the 30 respondent salesmen were quite free-
handed in planning customer calls. Only one respondent with HT 
out of all 30 reported her department was required to meet a 
certain number of customer calls per week. The others said they 
only had to meet sales budgets. 
Presentation Skill 
"Presentation Skill" was the third commonest selling skill 
introduced in sales training. 80 percent of respondents reported 
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it was covered. Also a medium percentage, 34 percent, of 
respondents felt their understanding to this concept were made 
"different" or "big difference" by their sales training courses. 
A medium percentage, 57 percent, of respondents also felt it was 
"effective" or "very effective" to improve sales performance. 
Respondents from SC recalled quite vividly the backbone 
philosophy of Presentation Skill. 
” usually there are many features in the product a 
customer requires should know which feature 
and benefit to stress and to present.“ 
(SC) 
”This is a very critical part of the whole selling 
process. Your prior efforts in probing and 
listening may be spoiled if you fail here." 
(SO 
A respondent from 3M appreciated the improvement he had 
benefited from the sales training on Presentation Skills. 
“ some bad gestures are so small that you may 
not know by yourself. After sales training, I no 
longer use a finger to point out the items in 
catalogues but use a pen. It is nicer and more 
professional.” 
(3M) 
Another respondent with MO also recalled he put into 
practice some technique learnt in sales training to open 
discussion with customer. 
“Before the sales training, when the phone was 
connected, I always asked, 'Mr customer, am I 
interrupting you?‘ After the sales training, 
now I always ask, 'Mr customer, I got something 
to discuss with you. Please spare with me a 
minute‘. This is just more positive. Even if 
your customer is busy, he would be very willing 
to listen to you first." 
(MO) 
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A question has been included in the questionnaire asking 
respondents to assign percentages of their workload spent on 
"presenting product/service". Correlation analysis between this 
percentage and whether they thought Presentation Skills were 
important were done by t-tests. A logical correlation was 
expected. However, the correlation was not statistically 
significant. 
Solution Selling Skill 
"Meeting customer needs" was generally reckoned by the 
respondents as very important to successfully complete a sale. 
7 3 percent of the respondents reported this concept was 
introduced in their sales trainings. A medium percentage, 41 
percent, of respondents felt their understanding to this concept 
were made "different" or "big difference" by sales trainings. A 
high percentage, 59 percent of respondents felt solution selling 
skills was "effective" or "very effective" in improving their 
sales performance. 
“This is not distinguishable from the concept 
of questioning skill that one must find out what 
the customer needs before you can do anything.“ 
(NS) 
Relationship/Trust Building Skill 
Only 60 percent of respondents reported this skill was 
introduced in their sales trainings. This percentage was the 
lowest among all the listed skills. Quite a significant contrast 
it was when compared with percentages of Questioning Skills and 
listening Skills, 97 percent and 90 percent respectively. 
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Also, the lowest percentage was recorded when respondents 
were asked to rate how different their understanding to this 
concept was made by sales training. Only 26 percent of all 30 
respondent salesmen felt their understanding to this were made 
"different" or "big difference". 
However, it was interesting to notice that quite a big 
percentage of respondents felt Relationship/Trust Building Skill 
was important to close a sale. 45 percent of all respondents 
included "Relationship/Trust Building Skill" as one of the three 
most important skills to close a sale. This percentage was the 
third highest compared to the highest score of 52 percent by 
"Questioning Skill". 
Credibility or trust was generally regarded as very 
important in Chinese societies in making business deals. 
“ you know in a Chinese society, the 
most important thing in customers' eyes was 
the credibility of the salesmen. If he does 
not trust you, he may just turn to somebody 
else." -
(NS) 
Even in bidding tenders, relationship and trust were also 
considered as very helpful. 
“ if your relationship with the related 
department of the customer is good, it may 
be single tender or specific tender inviting 
several companies only instead of an open 
tender.“ 
(IB) 
“ sometimes the buyer has made up his mind 
already but just don't want to release an order 
that early. Good relationship is able to speed 
up the whole process.” 
(IB) 
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This indicated an area that sales training could be 
improved. Salesmen treated 'Relationship and Trust Building' as 
a crifical catalyst to business deals. However, they were 
not satisfied with how this skill was taught in sales trainings. 
The researchers were interested to know how salesmen built 
up relationship with customers nowadays. Probing the respondents 
on how they built up relationship with customers, none has 
mentioned they need to or will bring customers to night clubs 
which was quite a common practice in the 60's and 70's. The most 
common answer was taking customers to lunch or dinner. 
Deal Closing Skill 
A medium level of its coverage by sales trainings was 
reported. 70 percent respondents said Deal Closing Skill was 
introduced in their trainings. A medium level of importance 
about this skill to close a sale was also recorded. 35 percent 
respondents included this skill as one of the three most 
important skills to close a sale. 
A respondent from MO recalled how she put into practice a 
deal closing skill learnt from sales training. 
“Ask the customer the amount he wants to buy 
instead of just asking whether he is buying 
or not." 
(MO) 
However, a comparatively low level of difference in 
understanding this skill before and after the trainings was 
reported. Only 32 percent of the respondents reckoned their 
understanding to Deal Closing Skill as "different" to "big 
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difference" comparing before and after sales trainings. Recalled 
the highest percentage was with Questioning Skill and the lowest 
was with Relationship/Trust building skill, 52 percent and 26 
percent respectively. Well, these just seemed to indicate that 
respondents expected more from the sales training on the topic of 
Deal Closing Skill since they thought it was important towards 
closing a sale but there was just not enough new stuff mentioned 
in this topic in sales trainings. 
Patience and Tolerance, 
Negotiation and Price Manipulation Skills 
According to the survey on Sales Technique Concepts (see 
Chapter III), these three skills were not mentioned in any of the 
surveyed programs. They had been added to the list of selling 
skilled that was distributed to respondents for discussion in the 
interview. They were so added to the list of nine skills 
extracted from the surveyed concepts as a control to alert 
interviewers of 'Halo effect' and group-think effect, if any. 
The former was possible as the respondents were dealing with a 
long list of nine skills such that they might have a tendency to 
continue responding at or sticking to one opinion. The control 
could allow the interviewers to identify who were participating 
mechanically in the interview. The group think effect was also 
possible to occur in group interview. Though size of each group 
has been minimized to no more than six members, the control could 
give the interviewers an additional insurance. 
Throughout all the interviews, no halo effect nor serious 
group-think effect was detected. Results were actually in accord 
with the survey on sales technique concepts that most respondents 
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reported the three skills - Patience and Tolerance, Negotiation 
and Price Manipulation Skills — were not mentioned at all in 
their trainings. 
However, when respondents were asked to select three most 
important skills to close a sale from the total of 12, the 
results were a bit divergent. They were not all ranked the last. 
Only 〜Patience and Tolerance' was. Negotiation skills ranked the 
ninth while Price Manipulation Skill ranked the seventh. 
It was also surprising to the researchers that Patience and 
Tolerance, a highly praised virtue in the Chinese culture, was 
ranked as the least important to close a sale. Demographic data 
has been reviewed to see if any relation to this result. T-tests 
were performed by the stastical program SPSS/PC+ for respondents 
answering important or not important to 'Patience and Tolerance' 
against the percentages of respondents workloads on order-taking, 
presentating product/service, persuading customers to buy, 
relationship building and after-sales service (see Appendix 3, 
Question 18). However, the differences of the means were not 
statistically significant and no correlation could be drawn. 
Sample size of 30, though just enough for statistical analysis, 
might have limited the significance level revealed. 
Sales Training vs Sales Commission 
Most companies in Hong Kong were still rewarding salesmen by 
commission. Sales trainings were just becoming popular in the 
last twenty years. Companies no matter already rewarding 
salesmen by commission or not, have to reallocate financial 
resources from the commission account or bear with an additional 
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expenditure in order to organize a sales training. The 
researchers had no attempt here to compare the opportunity costs 
associated with time foregone by attending sales training and 
simply giving sales coitrniission nor to calculate total costs 
involved so as to recommend which one to choose. We would rather 
like to reveal the opinion about these two tools from the 
salesmen whom the companies had ivested in. Before all, one 
thing to notice was all the 30 respondents were not on commission 
basis. 
When the respondents were asked an open ended question of 
their attitudes towards sales commission, most responded 
positively. A respondent with M O , selling commodity petroleum 
solvents, was very affirmative towards commission. 
'，Commission is an incentive; price is the tools." 
(MO) 
“ sales training, one is enough； but commission 
is the thing that motivates you all along." 
(MO) 
”The effect of training will deteriorate over time. 
In the long run, only commission could push you.“ 
(HT) 
Another respondent with HT was not gratified with either 
commission or sales training alone. He recommended something in 
addition. 
“Commission is an incentive only. If you like, 
you will try to grab it. If you don't, you 
could just forget it. You need a push in 
addition in order to make you aggressive. 
Penalty should be levied if you miss the target. 
To improve sales performance, commission should 
come with penalty.” 
(HT) 
49 
When respondents were asked which, sales training or 
commission, was more effective to imporve sales performance. The 
answer was close to unanimous. Almost all respondents responded 
that commission was more effective. 
Like the opinion reported above, most respondents also 
reckoned the effect of commission as longer lasting than that of 
sales training. 
“Only when you are fresh, you need sales training. 
Commission is more important afterwards.“ 
(3M) 
When the respondents were asked to choose between salf、s 
commission and sales training assuming the company can only offer 
one. All the 30 respondent salesmen opted for sales commission. 
Reasons To Attend Sales Trainings 
Summing up the number of sales training courses these 30 
respondent salesmen attended in the past two years, there were as 
many as 51 courses. It would be worth to investigate why the 
salesmen would put aside their day to day works and spend half 
day to more than one week on sales trainings. 
First of all, none of the salesmen had to pay by themselves 
to attend these courses. Either the companies organised 
themselves, by in-house trainers or hiring outside consultants, 
or the companies sponsored the employees to study those training 
courses offered by outside training institutes. 
Only one respondent reckoned his company spending money to 
organise sales training as to improve the quality of its 
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salesmen. 
“One reason that the company spends money to 
organise sales training is to improve our 
quality.” 
(NS) 
The majority opinion of the 30 respondents was the 
management just to fulfil some decision made by their seniors. 
” it was very much a top management decision. 
It was not initiated by the local management.“ 
(IB) 
“Sales training is our worldwide practice. All 
the international managements do it. So we 
also do it." 
(3M) 
“ it is just an assignment of the local 
management. They just cannot refuse when the 
headquarters assigned.” 
(HT) 
" the training we had was not a complete sales 
training. A complete one should have follow-ups 
and reviews. But nobody cares." 
(HT) 
“ some salesmen just take the several days off 
for training for relaxation another good 
thing is you could meet people from the affiliates." 
(IB) 
“ I guess sales training could make the company 




Are Sales Trainings Effective To 
Improve Sales Performance ？ 
In the questionnaire, there were three questions (see 
Appendix 3 - Question 5) included to ask respondents directly 
their general attitudes towards the sales trainings they have 
attended. They were asked to rate on a 5-point scale among 
"strongly disagree" to "strongly agree" if they felt the sales 
trainings were (i) interesting, (ii) professional and (iii) 
useful. Percentages of respondents answered "agree" or "strongly 
agree" were 60 percent for "interesting", 60 percent for 
"professional" and 57 percent for "useful". Though these 
percentages still barely indicated majorities, it seemed not too 
promising. 
Fearing that above questions were too generalized for such 
an important opinion and would be affected by group-think effect, 
if any, as the questionnaires were filled in by respondents after 
the group interview, the researchers analysed the detailed 
ratings on the effectiveness of individual selling skill in order 
to make more accurate assessment. (see Appendix 3 - Question 9.) 
The respondents were rating effectiveness of each of the 9 skills 
on a 5-point scale, from 1 to 5, representing "not effective" at 
one end to "very effective" at the other end. Adding up the 
scores of these nine skills of each respondent gave the sum that 
we named ‘EFF". This sum "EFF" would therefore range from the 
lowest 9 points to the highest 45 points. The neutral point 
should be at 27. The mean "EFF" computed from all the 30 
respondents was 30.2 (see Appendix 8). Although it was 
statistically different from the neutral point as the 2-tail 
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probability was less than 0.05, the difference was not big. 
Again this confirmed the earlier result of directly asking 
respondents if they felt their sales trainings were useful. That 
was, respondents thought trainings were effective but not to a 
great extent. 
When the respondent salesmen were probed in the interview to 
express their attitudes towards the effectiveness of sales 
training in improving sales performances, the following feedbacks 
were heard. 
“ I know all the skills before training. 
just don't know their terminologies.“ 
(NS) 
” not too many new things are learnt in the 
training. Just learn the terms such that we all 
could talk in the same language.“ 
(NS) 
“ training only enhances your belief of 
something that you already know." 
(NS) 
“Training increases your knowledge and thus 
increase your confidence, but not applicable.“ 
(MO) 
”Sales training is like transforming something 
which is verbal to written form." 
(NS) 
”Good salesmen are inborn. Sales training could 
only bring you up to standard.“ 
(IB) 
“I think it is useful but to a limited extent.“ 
(IB) 
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A respondent with IB was judging the effectiveness of sales 
training from a more practical context. 
“It is difficult to say whether training is useful 
or not. You need to judge it when it is put into 
practice. However, successful completion of a sale 
is usually resulted from team works. A salesman 
may be using a selling skill in a right way but 
he still cannot get the order if somebody in the 
team fails, say for example, delivery." 
(IB) 
”Sales training is too general. Difficult to derive 
from it the right way to deal with when come across 
problems. Sometimes, it is still more useful to 
follow how the supervisor has handled before.“ 
(HT) 
”Sales Training is useful when you are fresh." 
(3M) 
” I think on-the-job training is more 
useful.” 
(3M) 
Besides, some positive appreciation was also recorded. 
”Before sales training, selling skills could only be 
learnt from the supervisor. Sales Training could give 
a guideline and checklist we could follow.“ 
(HT) 
“Sales Training makes you aware of the selling 
skills. Its effect may not surface immediately. 
In the long run, you may be using them but you 
dont‘t realise.” 
(IB) 
”We usually don't know our own weaknesses. The 




Suggested Improvements for Sales Training 
Basically most respondents were satisfied with how the 
training courses were conducted. The following were some of 
their comments on the trainers. 
“ he is humorous. I think this is important.” 
(HT) 
“ he is knowledgeable. You need to be an 
experienced salesman in order to be a good trainer.” 
(HT) 
“You need strong experience in selling in order to 
tell us more live examples." 
(IB) 
When respondents were asked if the trainer's presentation 
skills needed to be improved, 38 percent of the respondents 
answered ‘Yes‘. Also, the same percentage thought the content of 
the courses they attended needed to be improved. 
”Hong Kong is Chinese oriented. Relationship 
is very important in doing business. Training 
material was American stuff. It did not emphasize 
on techniques to build up relationship with 
customers. I think it should be improved on this." 
(3M) 
Researchers were concerned about the language used in the 
courses. Quite a big percentage of the training courses the 
respondents attended were conducted in English by foreigners. 
However, when respondents were asked if their courses need to be 
improved on language used； only 10 percent of them answered 
•Yes*. Well, their education level might explain such low 
percentage. 80 percent of them were University Graudate or 
higher qualification. But this agrument could not be proved in 
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this survey as the number of respondents below University level 
was small. 
A major improvement suggested was follow-up after the 
training course. It might be in the form of effects assessment 
or refreshing section. 
”A real sales training should at least have a 
follow-up review three months after the course 
is completed.” 
(HT) 
’， it should assess the effect of the training 
and refresh its ideas." 
(SC) 
55 percent of the respondents thought their training courses 





The unaided recall level of respondents on the selling 
cycles introduced in sales trainings was generally poor, even 
though all respondents admitted it was covered in their 
trainings. Nor could they easily describe the selling cycle of 
their existing job. A substantial difference was seen between 
the respondent salesmen having their trainings lasted longer, say 
four months for SC and a year for IB, and those having theirs 
lasted only several days. The former could easily told the 
researchers a quite complete selling process while the latter had 
faltered recalls. 
This question about selling process was so designed to open 
discussion in the interviews before anything related to selling 
skills were mentioned. The low recall level had no relation to 
the difference in background or education level of the 
respondents. One phenomenon seen with the respondents from NY 
was their recalls of selling cycles were no better than any other 
companies even though they just finished their training a week 
before the interview. How long the training lasted seemed to be 
a critical factor in making sales trainings effective, at least 
in the recalls of training material. A longer training seemed to 
be better than a just finished one, at least within the time 
frame of two years that the training has taken place. 
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Selling skills 
The discussion on selling skills in the previous chapter had 
been centered around four areas. 
1. How often were these skills intiroduced in sales trainings? 
2. How important did the respondents think the skills were 
to close a sale? 
3. How different was the respondents understanding to the 
skills before and after the sales trainings? 
4. How effective did the respondents find the skills were 
to improve sales performance? 
The results and percentages were shown in the Appendices 5, 
6 and 7. By ranking these skills according to their percentages, 
the following table was constructed. 
Ranking Of Selling Skills 
Often 
covered Important Different Effective 
by sales to close understan- to improve 
training sales ding after sales 
training performance 
Questioniong Skill 1 1 1 1 
Listening Skill 2 3 3 2 
Objection Handling Skill 3 7 4 5 
Time Management Skil 7 8 8 9 
Call Planning Skill 8 9 7 7 
Presentation Skill 3 6 5 4 
Solution Selling Skill 5 5 2 3 
Relationship/Trust 
Building Skill 8 2 9 6 
Deal Closing Skill 6 4 6 8 
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Questioning Skill 
Questioning skill ranked first in all the four core research 
areas. Among all the listed selling skills, it was most commonly 
covered in sales trainings, regarded as the most important skill 
to close sales, found by respondents to be very different in 
understanding its concept after training, and was regarded as the 
most effective skill in improving sales performance. Since it 
was seen by salesmen as the most important and useful skill in 
order to successful complete a sale, it could be construed as the 
most important skill salesmen wanted to hear in sales trainings. 
Well, such salesmen‘ need was met in most cases. It has been 
well taken care of in most trainings. 
Listening Skill 
It was also regarded as one of the most important skills 
that salesmen like to learn in sales trainings. This has also 
been taken good care of. Nine out of ten trainings covered 
Listening Skill. 
Objection Handling Skill 
This was the third most commonly covered topic in trainings. 
Salesmen commented they have learnt something new in this topic. 
They had quite different understanding to this topic after the 
trainings. However, it was not regarded as that important to 
successfully make deals with customers. 
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Presentation Skill 
It was also a very commonly introduced concept in sales 
trainings. Salesmen' recall levels of what they have learnt in 
this topic were quite high. Respondents could also cite a number 
of examples of how they put into practice of what they have 
learnt. Some respondents appreciated their weaknesses could be 
revealed by role-plays used in training of this skill. 
Solution Selling Skill 
'Meeting customers needs‘ was heard quite often from 
respondents during the interviews. Quite a number of times 
respondents were actually using this to explain their answers to 
some other questions. This might explain why the ranking of 
Solution Selling Skill was so high in terms of respondents having 
different understanding after training. The results could be 
construed as salesmen really found training had taught them 
something new in this topic or something different from their 
original thinking. They also found it quite helpful to improve 
sales performance. 
Relationship/Trust Building Skill 
Relationship and Trust were still regarded by salesmen as 
very important to successfully make deals with customers, as was 
expected in a Chinese society. In the ranking of its 
importance to close a sale, it was ranked second among all the 
skills researched. However, its coverage by most sales training 
courses was low comparatively. Also most respondents did not 
feel they learnt something new in this topic from trainings. 
They felt it was not that effective to make use what they have 
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learnt to improve their sales performance. 
This indicated to the researchers that it was one of the 
problem areas where Western philosophy of selling did not 
perfectly match that of Hong Kong. Therefore, sales trainings 
designed for Hong Kong salesmen were recommended to pay more 
attention to this point. 
Time Management and Call Planning Skills 
The interviews indicated there were some possible confusion 
on these two concepts by respondents. Anyway, the ratings by 
respondents to these two were quite similar. Neither was thought 
to be important to close a sale if compared to other skills. 
Actually, their coverages by sales trainings were not high 
already. Therefore, the composition of existing sales trainings 
was seemingly in line with the expectation of the salespeople 
participated in these training programs. 
Deal Closing Skill 
Deal closing skill was considered as a quite important skill 
by respondents to successfully close a sale. However, quite a 
number of respondents were not satisfied with the sales trainings 
on this topic. Therefore, more emphasis on this topic was 
recommended. 
qprnmigsion 
All the respondent salesmen in the research were not on 
commission basis. Comparing sales commission with sales 
training, they did put a higher weight with the former. One more 
important opinion was revealed in the interviews. Most salesmen 
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felt the effect of the trainings was short lived. They felt 
training would lose its stimulating effect as time passed while 
commission and pressure could drive them along. Reviews, effect 
assessment and follow-up sections were recommended to extend the 
effect of sales trainings. 
Reasons To Attend Sales Trainings 
All respondent salesmen admitted they never paid by 
themselves to attend sales training. All the sales trainings 
they attended were organised or paid by the companies. A few 
respondents voluntarily applied to attend sales trainings even 
organised by other departments in the company but most of them 
were only asked to attend by the companies. Most respondents 
thought the reason their companies organised sales trainings was 
only to follow some senior management direction or the corporate 
headquarters decisions, Few of them felt it was initiated by 
local management to improve or upgrade the quality of its 
salesmen. 
Therefore, the researchers recommend companies to make 
clearer its intention in organising sales trainings. They should 
make their salesmen treat it more seriously. Some measures that 
may be considered are incorporating to sales trainings some 
effect-assessment sections and even tests on the training 
material. 
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Objectives of the Survey 
The two objectives of the survey, as stated in Chapter II, 
are : 
(i) to determine the effectiveness of the locally 
available sales training programs in terms of 
their abilities to help the salespeople to 
develop the sales technique taught in these 
programs； 
(ii) to identify cultural factors that might make 
part of the trainings irrelevant or need more 
reinforcement in the Hong kong society. 
The following two sections will show how these objectives 
were achieved. 
Are Sales Trainings effective? 
Most respondents felt they knew most of the training 
material even before sales trainings which only presented these 
materials to them in a more organised way and made them learnt 
some new terminologies. They commented effects of sales training 
would be greater to fresh salesmen. They felt sales trainings 
for those having several years of selling experience were only 
refreshing their memories or surfacing something they knew 
subconsciously rather than teaching some new things. 
Role-play was one of the most applauded ingredient of sales 
trainings, which was found to be helpful to reveal weaknesses of 
salesmen. 
Well, respondents felt not all the skills mentioned in the 
trainings were effective to improve sales performance. They felt 
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Questioning, Listening, Relationship/Trust Building were the 
three most important skills to close a sale. The first two taught 
by sales trainings were found to be effective to improve sales 
performance. But the last one was not. What they were taught in 
sales training on Relationship and Trust Building Skill were not 
found to be effective in improving sales performance. 
In concluding, sales trainings were evaluated by salesmen 
to be effective to help them develop sales technique which could 
improve sales performance, though not to a very great extent. 
Suggested Improvements For 
Sales Trainings 
In general, the respondents in this study have been 
reluctant to assign a high positive value to the training they 
have received in the past on sales techniques. Bearing in mind 
the high cost of these trainings, it would be doubtful if these 
respondents would be willing to pay for these trainings out of 
their own pocket given their evaluation on these training 
programs. From the study, it was apparent that most； if not all 
of these activities were sponsored by the training or sales 
department of the respondents‘ own company. It is worthwhile for 
the training institutions and the institution buyers of these 
programs to re-evaluate the mode of these training to improve the 
motivation level of the participants in these activities. This 
study, which has placed more emphasis on the evaluation of the 
effectiveness of various sales technique concepts introduced in 
these training programs in improving sales performance, would be 
ineffective until the respondents were more motivated to learn 
香 港 中 文 大 . 丨 於 N 當 你 城 當 
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and to reflect on their learning and selling activities. 
Language, as far as English or Cantonese were concerned, did 
not seem to be a problem for salesmen having University degree. 
Also, neither the trainers, presentation skills nor course 
content seemed to create a big problem, though a third of the 
respondents felt some improvement on these two areas were 
necessary. Relationship/Trust Building Skill was recommended to 
be re-examined in the design of sales trainings in Hong Kong 
since salesmen here regarded it as a more important skill than it 
is currently treated by trainings. Well, the biggest issue here 
was most training courses lacked follow-ups. More than half of 
the respondents felt follow-up was necessary but not available. 
All the nine selling skills were considered as relevant and 
important to close sales though they bore different weights. 
Comparatively, Time Management and Call Planning Skills were 
considered the least important. Therefore, in designing sales 
trainings for Hong kong salesmen, if under the constraint of 




LIMITATION OF THE STUDY AND SUGGESTIONS 
Limitation Of The Study 
A major limitation of the study was apparently due to a lack 
of motivation on the part of most respondents to reflect and 
evaluate on their way of conducting sales calls and the impact of 
the training they attended. As revealed in our study, most 
respondents attributed the reasons for which they were assigned 
to participate in these training sections were vaguely related to 
improving their sales performance. Most comments they offered in 
the interviews were superficial and did not lend itself to more 
vigorous analysis and recommendations. 
The study was conducted by group interviews of salesmen from 
different companies. Due to the difficulty of grouping together 
three to six salesmen from a company to conduct an interview and 
the limited time span available, only seven companies have been 
done. Totally 30 respondents were interviewed. The research 
would have been better if at least two groups from the same 
company could be interviewed, which could alert the researchers 
of occurence of group—think, if any, and have it minized. The 
result could be more generalized if more industries could be 
covered and more respondents are interviewed. 
Another limitation of the study was the results could hardly 
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be generalized to reflect the whole society. The issue was not 
the sample size, which could be enlarged by having more 
interviews. It was more critical with the size of the companies. 
Most companies which organized sales training for their salesmen 
were "big" to "medium" sized companies. Also, they were in most 
cases foreign owned. Therefore, the research results could at 
best be generalized to reflect the situation within this segment. 
Nevertheless, the suggestions derived from this study could serve 
as a starting point of research on the subject. 
Suggestions For Further Study 
Seven companies from five industries - computer products, 
data communication products, banking services, electronic 
products and petroleum products were covered by this study. 
Likes and dislikes about sales trainings could be very different 
among each of these industries. This is one of the areas which 
could be studied further. Each of these industries is big enough 
to invite an independent research. 
When the data about these nine researched selling skills 
were put into factor analysis, statistically they were shown to 
be not completely mutually independent. That is, these skills 
might overlap in what they meant. Four factors were suggested by 
statistical analysis to cover these nine skills. Questioning and 
Listening Skills were grouped into one factor. Time Management, 
Call Planning Skill and Deal Closing Skill were grouped as 
another. Solution Selling Skill and Relationship/Trust Building 
Skill were grouped as the third. Objection Handling Skill and 
Presentation Skill were the fourth. Different names could be 
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assigned to these factors. For example, the first factor 
comprising Questioning and Listening Skills may be renamed 
"Communication Skills". Then another set of quesitonnaire could 
be designed with these 4 factors and answered again by another 
set of respondents. In such way accurate correlation 
relationships may be establised between each factor and the 
characteristics of the respondents. 
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APPENDIX 1 
LIST OF SALES TRAINING PROGRAMS 
INCLUDED IN SURVEY OF 
SALES TECHNIQUE CONCEPTS 
Program A 
Name of program : Counsellor Selling 
Conducted by : Wilson Learning Corporation 
Duration : 4 days 
Program B 
Name of progam : Account Development Strategies 
Conducted by : Learning International, Inc. 
Duration : 2 days 
Program C 
Name of program ； How You Can Be a Outstandingly Successful Sales 
Professional 
Conducted by : Dun & Bradstree (HK) Ltd. 
Duration : 1 day 
Program D 
Name of program : Selling Skills Seminar 
Conducted by : Procter & Gamble 
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HOW YOU CAN BE AN OUTSTANDINGLY 
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We both (Ivan and Desmond) are students of the MBA programme 
of the Chinese University of Hong kong. We are working on a 
study related to sales training in Hong Kong and would like you 
to express freely your attitudes and feelings about the sales 
traing(s) you have attended in the past 2 years. All your inputs 
will be kept confidential and will only be used by the Chinese 
University of Hong Kong for academic purpose. 
Questions (To be answered by every interviewee) 
1.0 Have you heard about "selling cycle"? Please describe what 
is your selling cycle? 
Note to interviewer 
Start with the least experienced salesman. Then proceed 
to the more experienced ones. 
2.1 Is each of your customers quite similar? Do you talk to 
your customers quite similar things or you have quite a lot 
of cross-communication with your customers? 
Note to interviewer 
Related to Questioning and Listening Skills. 
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2.2 Do your customers know well the features and benefits of 
your products? How often do you need to elaborate to them. 
Note to interviewer 
Related to Presentation and Solution Selling Skills. 
2.3 What is the percentage of new to old customers among your 
accounts? How often do you need to persuade hard before 
they will place order? 
Note to interviewer 
Related to objection handling skills. 
2.4 How important is relationship in getting orders? 
Note to interviewer 
Related to Relationship/Trust Building Skill. 
2.5 Describe the typical procedures when you make a sales call. 
Would you plan before you go? 
Note to interviewer 
Related to Planning Skill. 
2.6 Do you have authority to change price? How often do you 
mark up high at first then come down bit by bit in 
negotiation? 
to interviewer 
Related to Price Manipulation Skill. 
4 3 
2.7 Are you required to meet a minimum number of calls per day 
or a period? Do you set a work plan per week yourself? 
Note to interviewer 
Related to Time Management Skill. 
Distribute to every interviewee the list of 12 selling 
skills. 
The list of 12 selling skills listed here are extracted from 
several training courses. 
3.1 Are you familiar with these? 
3.2 Have you been introduced of all these in your sales training 
course? Anyone of them you were not introduced? 
3.3 Are there any other skills you were introduced but not 
included here? 
3.4 Please select three from the list that you think are the 
most effective skills to improve your sales performance? 
Why you select these three? 
3.5 Of the listed 12 skills, which of them had your sales 
training course made big difference to your understanding? 
3.6 How did the sales training affect you? Did you find 
yourself something which needed to be improved after 
attending the sales training? If any, why? Did you make it 
finally? 
4 3 
3.7 Of these 12 skills, which of them did you think not useful 
at all? Why? So, should they be mentioned in sales 
training? 
4.0 How did you feel about the way your sales training was 
organized? Anything to say about the lecturer and the 
content? 
5.0 What is the reason that you attended the sales training 
course? 
6.0 Are you on a commission basis? Comparing sales conunission 
with sales training, which did you think can improve your 
sales performance more? 
7.0 How did you feel about "sales training" overall? 
Distribute the Questionnaire to every interviewee. 
- E N D OF THE INTERVIEW -
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a p p e n d i x 3 
THE CHINESE UNIVERSITY OF HONG KONG 
MBA PROGRAMME 
SURVEY ON SALES TRAINING IN HONG KONG 
questionnaire FEB 1991. 
1 Have you attended any training course on sales technique 
or on improving sales performance ？ 
YES 
NO 
2. How many of such courses you have attended in the past 
TWO years: 
3. For these sales training courses you have attended in the 
past 2 years, how long did they last ？ 




3 days to X week 
more than 1 week 
4. How were these courses conducted ？ 
How many courses ？ 
By inside-company trainers 
By training institutes 
Others: 
5. In general, how do you feel about these training courses 
you have attended in the past 2 years ？ 
( p l e a s e circle the appropriate number on the scales) 
strongly strongly 
disagree agree 
i) Interesting 1 2 3 4 5 
ii) Professional 1 2 3 4 5 
iii) Useful 1 2 3 4 5 
7 8 
6. Have you been introduced of the following concepts in 
these training courses ？ {please tick if You have) 
i) Questioning skill 
ii) Listening skill 
iii) Objection handling skill 
iv) Time management skill 
v) Call planning skill 
vi) Presentation skill 
vii) Solution selling to 
customer Is problem 
viii) RGlationship/trust building skill 
ix) Deal closing skill 
7. Which THREE of the following do you think are the most 
important things to close a sale ？ 
i) Questioning skill 
ii) Listening skill 
iii) Negotiating skill 
iv) Objection handling skill 
v) Time management skill 
vi) Call planning skill 
vii) Patience & tolerance 
viii) Presentation skill 
ix) Solution selling to 
customer‘s problem 
X) Relationship/trust building skill 
xi) Deal closing skill 
xii) Price manipulation 
e.g. authority to offer discount 
8. Did these training courses make big difference to your 
understanding of these concepts ？ 
No Big 
difference difference 
i) Questioning skill 1 2 3 4 5 
ii) Listening skill 1 2 3 4 5 
iii) Objection handling skill 1 2 3 4 b 
iv) Time management skill 1 2 3 4 5 
V) Call planning skill 1 2 3 4 5 
vi) Presentation skill 1 2 3 4 5 
vii) Solution selling to 
customer's problem 1 2 3 4 5 
viii) Relationship and trust 
building skill 1 2 3 4 5 
ix) Deal closing skill 1 2 3 4 5 
Others: 1 2 3 4 5 
7 9 
9. According to your experience, how effective did you find 
these concepts to improve your sales performance ？ 
Not Very 
Effective Effective 
i) Questioning skill 1 2 3 4 5 
ii) Iiistening skill 1 2 3 4 5 
iii) Objection handling skill 1 2 3 4 5 
iv5 Time management skill 1 2 3 4 5 
V) Call planning skill 1 2 3 4 5 
vi) Presentation skill 1 2 3 4 5 
vii) Solution selling to 
customer's problem 1 2 3 4 5 
viii) Relationship and trust 
building skill 1 2 3 4 5 
ix) Deal closing skill 1 2 3 4 5 
O t h e r s : _ 1 2 3 4 5 
10. What should be improved in these sales training courses ？ 
(you may choose more than one) 
a) the trainer's presentation skills 
b) course content 
c) language used 
d) follow-ups after the course 
e) no need to improve 
f) Others, please state: 
11. How many years have you been in selling jobs ？ 
a) 1 year b) 2 years c) 3 years d) 4 years e) 5 years 
or more 
12. Your academic qualification:- below F5 
- F 5 to F7 
- U n i v e r s i t y graduate 
- N o n - D e g r e e tertiary 
- Master or Above 
13. How many years have you been with this selling job in 
your present company ？ 
a) 1 year b) 2 years c) 3 years d) 4 years e) 5 years 
or more 
14. Classification of your present selling job：-
(please tick the appropriate one; you may choose both) 
- s e l l i n g "products" 
- s e l l i n g "services" 
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15. What products/services are you selling? 
please write, 
16. Age:- 20 or below 
一 21 to 25 
- 2 6 to 30 
- 3 1 to 35 
- 3 6 or above 
17. Sex:- Male 
- F e m a l e 
18. Please describe how your relative workloads are divided 
by assigning percentages to the following ：-
(please make sure they add up to 100%) 
% of your workload 
一 order-taking 毛 
- presenting product/service 赛 
- p e r s u a d i n g customer to buy 毛 
- r e l a t i o n s h i p - b u i l d i n g \ 
- after-sales service 赛 
Total = 100 % 
19. Typically, how many customer visits do you require to 
close a sale ？ 
a) No need. All by telephone. 
b) 1 to 2 visits 
c) 3 to 5 visits 
d) 6 to 8 visits 
e) 9 to 12 visits 
f) more than 12 visits 
20. In average, how many days elapsed before a sale could be 
closed ？ 
a) 1 day or less 
b) 2 days to 1 week 
c) 8 days to 2 weeks 
d) 15 days to 1 month 
e) more than 1 month 
21. Typically, how many hours will you spend with customer in 
a customer visit ？ 
0 1 2 3 4 5 hours 
1 I I I I I 
1 I I 1 • 1 
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APPENDIX 4 
DEMOGRAPHIC INFORMATION OF RESPONDENTS 
Qll YEARS OF SELLING EXPERIENCE ？ 
Valid CufB 
Value Label Value Frequency Percent Percent Percent 
1 YR 1 5 16.7 16.7 16.7 
2 YR 2 7 23.3 23.3 40.0 
3 YR 3 9 30.0 30.0 70.0 
4 YR 4 2 6.7 6.7 76.7 
SYR OR ABV 5 7 23.3 23.3 lOOvO 
TOTAL 30 100.0 100.0 
Valid Cases 30 Missing Cases 0 
S P S S / P O 
Q12 ACADEMIC QUALIFICATION ？ 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
F5 TO F7 2 6 20.0 20.0 20.0 
U-GRAD 3 21 70.0 70.0 90.0 
NON-DEG TERT 4 1 3.3 3.3 93.3 
MASTER OR ABV 5 2 6 . 7 6.7 100.0 
TOTAL 30 100.0 100.0 
Valid Cases 30 Missing Cases 0 
SPSS/PC+ 
Q13 YEARS WITH THIS EXISTING JOB ？ 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
1 YR 1 12 40.0 40.0 40.0 
2 YR 2 11 36.7 36.7 76.7 
3 YR 3 4 13.3 13.3 90.0 
4 YR 4 1 3.3 3.3 93.3 
5 YR OR ABV 5 2 6.7 6.7 100.0 
TOTAL 30 100.0 100.0 
Valid Cases 30 Missing Cases 0 
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SPSS/PC+ 
Q16 AGE ？ 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
21-25 2 8 26.7 26.7 26.7 
26-30 3 20 66.7 66.7 93.3 
31-35 4 2 6.7 6.7 100.0 
TOTAL 30 100.0 100.0 
Valid Cases 30 Missing Cases 0 
SPSS/PC+ 
Q17 SEX ？ 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
MALE 1 21 70.0 70.0 70.0 
FEMALE 2 9 30.0 30.0 100.0 
TOTAL 30 100.0 100.0 
Valid Cases 30 Missing Cases 0 
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APPENDIX 4 
DETAILED DATA: SELLING SKILLS INTRODUCED IN SALES TRAININGS 
Q6.1 QUESTIONING SKILL INTRODUCED ？ 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
YES 1 29 96.7 96.7 96.7 
NO 2 1 3.3 3.3 100.0 
TOTAL 30 100.0 100.0 
Valid Cases 30 Missing Cases 0 
SPSS/PC+ 
Q6.2 LISTENING SKILL INTRODUCED ？ 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
YES 1 27 90.0 90.0 90.0 
NO 2 3 10.0 10.0 100.0 
TOTAL 30 100.0 100.0 
Valid Cases 30 Missing Cases 0 
SPSS/PC^-
Q6.3 OBJECTION HANDLING SKILL INTRODUCED ？ 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
YES 1 24 80.0 80.0 80.0 
NO 2 6 20.0 20.0 100.0 
TOTAL 30 100.0 100.0 
Valid Cases 30 Missing Cases 0 
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SPSS/PC^ 
Q6.4 TIME MANAGEMENT SKILL INTRODUCED ？ 
Valid Cuffl 
Value Label Value Frequency Percent Percent Percent 
YES 1 20 66.7 66.7 66.7 
NO 2 10 33.3 33.3 100.0 
TOTAL 30 100.0 100.0 
Valid Cases 30 Missing Cases 0 
SPSS/PC^-
Q6.5 CALL PLANNING SKILL INTRODUCED ？ 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
YES 1 18 60.0 60.0 60.0 
NO 2 12 40.0 AO.O 100.0 
TOTAL 30 100.0 100.0 
Valid Cases 30 Missing Cases 0 
SPSS/PO 
Q6.6 PRESENTATION SKILL INTRODUCED ？ 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
YES 1 24 80.0 80.0 80.0 
NO 2 6 20.0 20.0 100.0 
TOTAL 30 100.0 100.0 
Valid Cases 30 Missing Cases 0 
SPSS/PC+ 
Q6.7 SOLUTION SELLING SKILL INTRODUCED ？ 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
YES 1 22 73.3 73.3 73.3 
NO 2 8 26.7 26.7 100.0 
TOTAL 30 100.0 100.0 
Valid Cases 30 Missing Cases 0 
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SPSS/PC+ 
Q6.8 RELATIONSHIP/TRUST BUILDING SKILL INTRODUCED ？ 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
YES 1 18 60.0 60.0 60.0 
NO 2 12 40.0 40.0 100.0 
TOTAL 30 100.0 100.0 
Valid Cases 30 Missing Cases 0 
SPSS/PC^-
Q6.9 DEAL CLOSING SKILL INTRODUCED ？ 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
YES 1 21 70.0 70.0 70.0 
NO 2 9 30.0 30.0 100.0 
TOTAL 30 100.0 100.0 
Valid Cases 30 Missing Cases 0 
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APPENDIX 6 
DETAILED DATA: UNDERSTANDING TO THE SELLING SKILLS MADE DIFFERENT 
BY THE SALES TRAININGS 
QB.i IS UNDERSTANDING TO 'QUESTIONING SKILL' DIFFERENT 
AFTER TRAINING ？ 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
SLIGNT DIFF 2 6 20.0 20.7 20.7 
SOMEWHAT DIFF 3 8 26.7 27.6 48.3 
DIFFERENT 4 12 40.0 41.4 89.7 
BIG DIFF 5 3 10.0 10.3 100.0 
0 1 3.3 MISSING 
TOTAL 30 100.0 100.0 
Valid Cases 29 Missing Cases 1 
SPSS/PC+ 
Q8.2 IS UNDERSTANDING TO 'LISTENING SKILL' DIFFERENT 
AFTER TRAINING ？ 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
NO DIFF 1 2 6.7 6.9 6.9 
SLIGNT DIFF 2 5 16.7 17.2 24. I 
SOMEWHAT DIFF 3 10 33.3 34.5 5B.6 
DIFFERENT 4 10 33.3 34.5 93. 1 
BIG DIFF 5 2 6.7 6.9 100.0 
0 1 3.3 MISSING 
TOTAL 30 100.0 100.0 
Valid Cases 29 Missing Cases 1 
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Q8.3 IS UNDERSTAND TO 'OBJECTION HANDLING SKILL' DIFFERENT 
AFTER TRAINING ？ 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
NO DIFF 1 2 6.7 7. 1 7. 1 
SLI6NT DIFF 2 9 30.0 32.1 39.3 
SOMEWHAT DIFF 3 6 20.0 21.4 60.7 
DIFFERENT 4 10 33.3 35.7 96.4 
BIG DIFF 5 1 3.3 3.6 100.0 
0 2 6.7 MISSING 
TOTAL 30 100.0 100.0 
Valid Cases 28 Missing Cases 2 
S P S S / P O 
Q8.4 IS UNDERSTANDING TO 'TIME MANAGEMENT SKILL' DIFFERENT 
AFTER TRAINING ？ 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
NO DIFF 1 6 20.0 24.0 24.0 
SLI6NT DIFF 2 5 16.7 20.0 44.0 
SOMEWHAT DIFF 3 7 23.3 28.0 72.0 
DIFFERENT 4 6 20.0 24,0 96.0 
BIG DIFF 5 1 3.3 4.0 100.0 
0 5 16.7 MISSING 
TOTAL 30 100.0 100.0 
Valid Cases 25 Missing Cases 5 
SPSS/PC^-
Q8.5 IS UNDERSTANDING TO 'CALL PLANNING SKILL' DIFFERENT 
AFTER TRAINING ？ 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
NO DIFF 1 3 10.0 11.1 11.1 
SLIGNT DIFF 2 7 23.3 25.9 37.0 
SOMEWHAT DIFF 3 9 30.0 33.3 70.4 
DIFFERENT 4 5 16.7 IB.5 88.9 
BIG DIFF 5 3 10.0 11.1 100.0 
0 3 10.0 HISSING 
TOTAL 30 100.0 100.0 
Valid Cases 27 Missing Cases 3 
SPSS/PC+ 
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Q8.6 IS UNDERSTANDING TO 'PRESENTATION SKILL' DIFFERENT 
AFTER TRAINING ？ 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
NO DIFF 1 1 3.3 3.4 3.4 
SLI6NT DIFF 2 9 30.0 31.0 34.5 
SOMEWHAT DIFF 3 9 30.0 31.0 65.5 
DIFFERENT 4 8 26.7 27.6 93.1 
BIG DIFF 5 2 6.7 6.9 100.0 
0 1 3.3 MISSING 
TOTAL 30 100.0 100.0 
Valid Cases 29 Missing Cases I 
S P S S / P O 
Q8.7 IS UNDERSTANDING TO 'SOLUTION SELLING SKILL' DIFFERENT 
AFTER TRAINING ？ 
Valid Cunt 
Value Label Value Frequency Percent Percent Percent 
NO DIFF 1 1 3.3 3.4 3.4 
SLI6NT DIFF 2 4 13.3 13.8 17.2 
SOMEWHAT DIFF 3 12 40.0 41.4 58.6 
DIFFERENT 4 9 30.0 31.0 89.7 
BIG DIFF 5 3 10.0 10.3 100.0 
0 1 3.3 MISSING 
TOTAL 30 100.0 100.0 
Valid Cases 29 Missing Cases 1 
S P S S / P O 
QB.8 IS UNDERSTANDING TO 'RELATIONSHIP/TRUST BUILDING SKILL' 
DIFFERENT AFTER TRAINING ？ 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
NO DIFF 1 2 6.7 7.4 7.4 
SLI6NT DIFF 2 7 23.3 25.9 33.3 
SOMEWHAT DIFF 3 11 36.7 40.7 74.1 
DIFFERENT 4 5 ih.l 18.5 92.6 
BIG DIFF 5 2 6.7 7.4 100.0 
0 3 10.0 MISSING 
TOTAL 30 100.0 100.0 
Valid Cases 27 Missing Cases 3 
SPSS/PC+ 
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Q8.9 IS UNDERSTANDING TO 'DEAL CLOSING SKILL' DIFFERENT 
AFTER TRAINING ？ 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
SLIGHT DIFF 2 8 26.7 2B.6 28.6 
SOMEWHAT DIFF 3 11 36.7 39.3 67.9 
DIFFERENT 4 7 23.3 25.0 92.9 
BIG DIFF 5 2 6.7 7.I 100.0 
0 2 6.7 MISSING 
TOTAL 30 100.0 100.0 
Valid Cases 28 Missing Cases 2 
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APPENDIX 7 
DETAILED DATA-. EFFECTIVENESS OF THE SELLING SKILLS TO IMPROVE 
SALES PERFORMANCE 
Q9.1 IS QUESTI0N6 SKILL EFFECTIVE ？ 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
SLIGHT EFF 2 2 6.7 6.9 6.9 
SOMEWHAT EFF 3 7 23.3 24.1 31.0 
EFFECTIVE 4 18 60.0 62.1 93.1 
VERY EFF 5 2 6.7 6.9 100.0 
0 1 3.3 MISSING 
TOTAL 30 100.0 100.0 
Valid Cases 29 Hiftfting Cistt I 
S P S S / P O 
Q9.2 IS LISTENING SKILL EFFECTIVE ？ 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
NOT EFF 1 1 3.3 3.4 3.4 
SLIGHT EFF 2 1 3.3 3.4 6.9 
SOMEWHAT EFF 3 7 23.3 24.1 31.0 
EFFECTIVE 4 18 60.0 hi,1 93.I 
VERY EFF 5 2 6.7 6.9 100.0 
0 1 3.3 MISSING 
TOTAL 30 100.0 100.0 
Valid Cases 29 Missing Cases I 
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SPS8/PC+ 
Q9.3 IS OBJECTION HANDLING SKILL EFFECTIVE ？ 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
NOT EFF 1 1 3.3 3.6 3.6 
SLIGHT EFF 2 I 3.3 3.6 7.1 
SOMEWHAT EFF 3 12 40.0 42.9 50.0 
EFFECTIVE 4 12 40.0 42.9 92.9 
VERY EFF 5 2 6.7 7.1 100.0 
0 2 6.7 MISSING 
TOTAL 30 100.0 100.0 
Valid Cases 28 Missing Cases 2 
SPSS/PC+ 
Q9.4 IS TIME MANAGEMENT SKILL EFFECTIVE ？ 
Valid Cuffl 
Value Label Value Frequency Percent Percent Percent 
NOT EFF 1 3 10.0 11.1 11.1 
SLIGHT EFF 2 3 10.0 11.1 22.2 
SOMEWHAT EFF 3 14 46.7 51.9 74.1 
EFFECTIVE 4 6 20.0 22.2 96.3 
VERY EFF 5 1 3.3 3.7 100.0 
0 3 10.0 MISSING 
TOTAL 30 100.0 100.0 
Valid Cases 27 Missing Cases 3 
SPSS/PC^-
Q9.5 IB CALL PLANNING SKILL EFFECTIVE ？ 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
NOT EFF 1 3 10.0 11.1 11.1 
SLIGHT EFF 2 2 6.7 7.4 18.5 
SOMEWHAT EFF 3 13 43.3 48.1 66.7 
EFFECTIVE 4 9 30.0 33.3 100.0 
0 3 10.0 MISSING 
TOTAL 30 100.0 100.0 
Valid Cases 27 Missing Cases 3 
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SPSS/PC+ 
Q9.6 IS PRESENTATION SKILL EFFECTIVE ？ 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
NOT EFF 1 1 3.3 3.6 3.6 
SLIGHT EFF 2 2 6.7 7.1 10.7 
SOMEWHAT EFF 3 9 30.0 32.1 42.9 
EFFECTIVE 4 14 46.7 50.0 92.9 
VERY EFF 5 2 6.7 7.1 100.0 
0 2 6.7 MISSING 
TOTAL 30 100.0 100.0 
Valid Cases 28 Missing Cases 2 
S P S S / P O 
Q9.7 IS SOLUTION SELLING SKILL EFFECTIVE ？ 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
SLIGHT EFF 2 3 10.0 10.3 10.3 
SOMEWHAT EFF 3 9 30.0 31.0 41.4 
EFFECTIVE 4 14 46.7 48.3 89.7 
VERY EFF 5 3 10.0 10.3 100.0 
0 1 3.3 MISSING 
TOTAL 30 100.0 100.0 
Valid Cases 29 Missing Cases 1 
S P S S / P O 
Q9.8 IS RELATIONSHIP/TRUST BUILDING SKILL EFFECTIVE ？ 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
SLIGHT EFF 2 5 16.7 17.9 17.9 
SOMEWHAT EFF 3 11 36.7 39.3 57.1 
EFFECTIVE 4 10 33.3 35.7 92.9 
VERY EFF 5 2 6.7 7.I 100.0 
0 2 6.7 MISSING 
TOTAL 30 100.0 100.0 
Valid Cases 28 Missing Cases 2 
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APPENDIX 8 
DETAILED DISTRIBUTION OF THE SUM OF RATING ON EFFECTIVENESS 
OF SELLING SKILLS BY RESPONDENTS 
"EFF" 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
21.00 1 3.3 4.2 4.2 
25.00 2 6.7 8.3 12.5 
26.00 1 3.3 4.2 16.7 
27.00 2 6.7 8.3 25.0 
28.00 2 6.7 8.3 33.3 
30.00 2 6.7 8.3 41.7 
31.00 5 16.7 20.8 62.5 
32.00 4 13.3 16.7 79.2 
33.00 2 6.7 8.3 87.5 
34.00 I 3.3 4.2 91.7 
37.00 2 6.7 8.3 100.0 
. 6 20.0 MISSING 
TOTAL 30 100.0 100.0 
Valid Cases 24 Missing Cases 6 
SPSS/PC+ 
This procedure was completed at 0:36: 11 
COMPUTE NEUTRAL = 27. 
T-TEST PAIRS = EFF NEUTRAL. 
The raw data or transformation pass is proceeding 
30 cases are written to the uncompressed active H i e . 
SPSS/PC+ 
Paired samples t-test: EFF 
NEUTRAL 
Variable Number Standard Standard 
of Cases Mean Deviation Error 
EFF 24 30.1667 3.761 .768 
NEUTRAL 24 27.0000 .000 .000 
(Difference) Standard Standard 3 2-Tail 3 t Degrees of 2-Tai1 
Mean Deviation Error 3 Corr. Prob. 3 Value Freedom Prob. 
3 3 
3. 1667 3. 761 .768 3 99.00099.000 3 4. 12 23 .000 
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APPENDIX 9 
DETAILED DATAi IMPROVEMENT NEEDED FOR SALES TRAININGS 
QIO,1 NEED TO IMPROVE? TRAINER'S PRESENTATION SKILL ？ 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
YES 1 11 36.7 37.9 37.9 
NO 2 18 60.0 62. 1 100.0 
0 1 3.3 MISSING 
TOTAL 30 100.0 100.0 
Valid Cases 29 Missing Cases 1 
SPSS/PC+ 
QIO.2 NEED TO IMPROVE: COURSE CONTENT ？ 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
YES 1 11 36.7 37.9 37.9 
NO 2 18 60.0 62.1 100.0 
0 1 3.3 MISSING 
TOTAL 30 100.0 100.0 
Valid Cases 29 Missing Cases I 
SPSS/PC^ 
QIO.3 NEED TO IMPROVE: LANGUAGE USED ？ 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
YES 1 3 10.0 10.3 10.3 
NO 2 26 86.7 89.7 100.0 
0 1 3.3 MISSING 
TOTAL 30 100.0 100.0 
Valid Cases 29 Missing Cases i 
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S P S S / P O 
QIO.4 NEED TO IMPROVE: FOLLOW-UP ？ 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
YES 1 16 53.3 55.2 55.2 
NO 2 13 43.3 44.8 100.0 
0 1 3.3 MISSING 
TOTAL 30 100.0 100.0 
Valid Cases 29 Missing Cases I 
S P S S / P O ... 
Q10.5 NEED TO IMPROVE: NO NEED ？ 
Valid Cum 
Value Label Value Frequency Percent Percent Percent 
YES 1 2 6.7 6.9 6.9 
NO 2 27 90.0 93.I 100.0 
0 1 3.3 MISSING 
TOTAL 30 100.0 100.0 
Valid Cases 29 Missing Cases I 
4 3 
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